Abstract -Quality is considered as one of the important factors in differentiation and
Introduction
During the last few decades, the number of private centers providing health care services in Mysore has been growing, and the private sector health care services market has turned out to be a competitive environment Quality is such an important aspect that it is considered a really major concept in our real life. It is considered as a strategic weapon. And the vital need of increasing service organizations and advancing their services necessitates the measuring of service quality. The peer competitions have made the hospitals to provide superior services in order to retain in the competitive environment. Hospitals provide the various types of services but with different quality if the therefore quality can be considered as one of the important as one of the important strategy to create the competitive advantage.
II . Literature Review
Crosby defined Quality as constancy with fixed stipulation and this agrees with Karim's definition, who defined Quality as everything that accords with the features of the product to convene the external customer's needs. Service is also defined in a different way by The American Society for Marketing, defines service as activities or benefits that are offered for sale or that are offered for being related to a particular product. Kotler, defined service as 'any behavior based on a contact between the provider and the receiver, and the core of this mutual process in intangible. Beer defined service as a set of features and overall properties of the service which aim to satisfy the customers and meet their taste and preferences. Ghobadian. hypothesize that most of the service quality definitions fall within the "customer led" groups. Juran elaborates the definition of customer led quality as "features of products which meet customers' needs and thereby provide customer satisfaction." As service quality relates to meeting customers' needs, we will be looking at "perceived service quality" in order to understand consumers. Grönroos (1984) and Parasuraman (1985) looks at perceived quality of service as the difference between customers' expectation and their perceptions of the actual service received. Other researchers look at perceived service quality as an approach. Arnauld et al., defined perceived quality "whether in reference to a product or service" as "the consumers' evaluative decision about an entity's overall superiority in providing preferred benefits". Hoffman & Bateson defines service quality as an attitude "formed by a longterm, overall evaluation of a performance". Attitude is defined as "a consumer's overall, lasting assessment of a concept or object, such as a person, brand and service." Service quality as "an attitude" is consistent with the views of Parasuraman, & Sureshchandar, (2002) . Basis of the view is elaborated by the latter: Competitiveness of a firm in the post-liberalized era is determined by the way it delivers customer service. Service quality is a concept that has aroused considerable attention and discuss in the research literature because of the difficulty in both defining it and measuring it with no overall agreement emerging on either. Firms with high service quality pose a challenge to other firms. Many scholars have explored consumers' cognitive and affective responses to the insight of service attributes in order to benefit by providing what consumers need in an effective and efficient manner. Organizations can business superiority through quality control in services. Again service quality considered as the difference between customer expectations and preciseness of service. If expectations are greater than performance, then perceived quality is less than satisfactory and hence customer dissatisfaction occurs. There is general conformity that the aforementioned constructs are important aspects of service quality, but scholars have been cynical about whether these dimensions are valid when evaluating service quality in other service industries Cronin & Taylor, 1992). Mohamed & Shirley emphasized that hospitals have to care about the quality of their services since this quality is considered core of strategic competition. Walfried, defined service as a set of characteristics that meet the clients' needs, strengthen the associations between the organization and them, and improve the clients' value as well. Huseyin, believes that the characteristics and advantages of service quality on the part of hospitals do donate for their success and their perseverance in the international competitive environment. We can conclude that the quality of hospitals service is an integrative evaluation of the services offered to the external client, for clients are considered to be individuals with various necessities on the basis of which services are provided, based on certain requirement. This requires that hospitals have to carefully select resourceful employees with high qualifications and capabilities. Customer satisfaction involves customer expectation of the service delivery, actual delivery of the customer experience, and expectations that are either exceeded or unmet. If expectations are exceeded, it reacts positively; it negatively results when customer experience is poorer than expected. In today's world of competition, the key to retain competitive advantage lies in delivering high quality service that will in turn result in satisfied customers. Oliver defines satisfaction as the consumer's completion response, a post consumption decision by the consumer that a service provides a pleasant level of consumption-related execution, including under or over-completion. Caepiel recommended using overall measurement to record customers' response to diverse attributes of products and services. Kuo recognized seven factors that influence customer satisfaction: price, service content, convenience, equipment, procedure and corporate image staff. Huang also defined five factors used to appraise customer satisfaction: service, staff, product, overall performance of products, and closeness to expectation.
Different methods subsist for formative the patients' expectations and the way they are met. However, the SERVQUAL model, developed by Parasuraman , is one of the best and most used models for evaluating customer expectations and perceptions of the service quality. SERVQUAL is based on the idea that the quality is a slanted evaluation of the customer, as the service is an experience. SERVQUAL is useful in showing the dissimilarity between the patients' preferences and his actual experience and specify the areas that require improvement. The analysis of service quality helps hospital to allocating the resources for improving performance in the areas that have more important on the customers' perception of service quality.
III.

Objective Of The Study
The objective of the study is to determine whether the dimensions of service quality significantly affect patient loyalty in Apollo hospital.
IV. METHODOLOGY
The data for the study has been collected from both primary and secondary sources. Research method used in the study is simple random sampling to collect the required information. The data was analyzed by using one sample t test and regression analysis. Data was collected through structured questionnaire by using five point likert scale. A sample of 185 respondents was selected for the study.
V. HYPOTHESIS
1)
Ho-The reliability have no significant positive relationship on patient loyalty 2)
Ho-The responsiveness have no significant positive impact on patient loyalty 3)
Ho-The empathy have no significant positive relationship on patient loyalty 4)
Ho-The tangibles have no significant positive impact on patient loyalty
VI. ANALYSIS AND INTERPRETATION
1) Demographic
Analysis of demographic information revealed that 43 percent customers were aged between 40 years to 60 years and 58 percent of the respondents were males. Around 48 percent of the sample respondents had graduation and 64 percent were employed; out of the total sample 46 percent of the respondent's annual income was in between 300000 to 500000;
2)
One-Sample t test Based on the results of the One sample t-test analysis at 95% confidence level, Mean values fall in positive side of rating (less than 3), t cal value > t tab value and p-value < α = 0.05 for all the select reliability factors under study. Hence Hypothesis H 0 -There are no significant effects of reliability on patients loyalty at Apollo hospital in Mysore is rejected, and H a -There is a significant effects of reliability on patients loyalty at Apollo hospital in Mysore is not rejected since one sample t-test successfully revealed a statistically significant values for reliability factors. Based on the results of the One sample t-test analysis at 95% confidence level, Mean values fall in positive side of rating (less than 3), t cal value > t tab value and p-value < α = 0.05 for all the select empathy factors under study. Hence Hypothesis H 0 -There is no significant influence of empathy on patient loyalty at Apollo hospitals in Mysore is rejected, and H a -There is a significant influence of empathy on patient loyalty at Apollo hospitals in Mysore is not rejected since one sample t-test successfully revealed a statistically significant values for empathy. The above results indicate that p value is .000 hence the regression model was fit. The R square is .296 it implies that there is 29.6% variance by reliability factor on customer satisfaction. The adjusted R square shows the amount of variance explained by independent variable on dependent variable. From the coefficient table it was revealed that reliability of hospital is (β-.544 and significance p-.000).Hence there is a significance difference between reliability and customer satisfaction. In terms of responsiveness the R square is .485 it implies that there is 48.5% variance by responsiveness factor on customer satisfaction β value is .437 and the p value is .000 it shows that responsiveness also positively influence overall patient loyalty of hospital. The next dimension was empathy the R square variance is 82.3%, β value was .584 and the p value was .000 it shows that the empathy aspect also have positive influence and overall satisfaction of hospitals. The tangible dimension has the R square value of .560, β value of .423 and the p value was .000 it shows that the tangible dimension is also positively related to customer satisfaction.
One-Sample Statistics
VII.
CONCLUSION Service is the global judgement related to overall superiority of service. The Apollo hospital has maintained the best servcies with the patients and therefore it has lead to customer loyalty. The hospital has considered all the four dimensions as important in making the customer loyal and retaining the customers with them it. Hence it will be profitable to both the customer and the hospital.
